Introduction
The organic market in the UK has grown rapidly in recent years and is now one of the biggest in the world (Commission of the European Committees, 2004 ). There have been many studies investigating the reasons consumers give for choosing organic foods (see Shepherd, Magnusson and Sjoden, 2005 , for a review). Many of these studies have taken the form of asking directly for reasons for choice rather than modeling how beliefs, attitudes and other variables predict intention or behavior. This earlier literature has also concentrated on fresh organic foods, mainly in the form of fruits and vegetables and to a lesser extent on fresh meat and milk. Although this reflects the market for organic foods in its early stages, with most of the consumption of organic foods concentrated on fresh produce (Klont, 1999) , markets have begun to extend to processed and convenience foods (Klont, 1999) .
This move into processed organic foods opens a series of questions concerning consumer attitudes and motivations. When organic produce is sold fresh, people can identify with these foods as being 'organic'. However, if ingredients are combined and processed, people's understanding of organic might be very different. Consumer beliefs and attitudes on this have not previously been studied. Also consumers' beliefs about organic foods include the idea that they are 'natural' and therefore not processed to any great degree and therefore the types of factors influencing choice of organic fresh foods might be quite different from those predicting the choice of processed organic foods.
The Theory of Planned Behavior (TPB) is one of the widely applied expectancy-value models used to predict and explain human behavior in the area of food choice (Beale and Manstead, 1991; Sparks, Hedderley and Shepherd, 1992; Towler and Shepherd, 1992; Lloyd, Paisley and Mela, 1993; Raats, Shepherd and Sparks, 1995; Sparks, Shepherd and Frewer, 1995; Thogersen, 2002; Sparks and Shepherd, 2002) . According to this theory, human behavior is a function of behavioral intention which is formed by the combination of attitudes towards the behavior, subjective norms and the person's perception of behavioral control. Attitudes towards the behavior are said to be determined by salient underlying beliefs weighted by the perceived likelihood of salient outcomes occurring with the value attached to those particular outcomes (Ajzen and Fishbein, 2000) . Meta analysis undertaken by Armitage and Conner (2001) found support for the efficacy of the TPB as a predictor of intentions and behavior. Results showed that although prediction was better for self-reported than observed behavior, the TPB was capable of explaining 20% of variance in a prospective measure of actual behavior. Also PBC independently predicted intention and behavior in a wide range of domains.
Despite the success of TPB in the area of health and food choice the elicitation procedures for obtaining attitudes have been criticized by many researchers for often neglecting affective factors (Conner and Sparks, 1996) . This is true even for health behaviors where affective attitudes are found to be better predictors than evaluative measures of attitude (Ajzen and Timko, 1986) . In other areas of research a number of studies have looked at affective outcomes (e.g. regret, pleasure) as distinct from cognitive outcomes as determinants of attitudes (Bagozzi, 1989; Ajzen and Driver, 1991; Richard, van der Pligt and de Vries, 1995) . For example, Ajzen and Driver (1991) showed for leisure activities, such as going to the beach, jogging, skiing, etc people evaluate their behavior in terms of instrumental costs and benefits as well as the positive and negative feelings these behaviors evoke. They found that for most of these activities affective attitude was a stronger predictor of intention that cognitive attitude although separating measures of attitude did not significantly improve prediction of leisure intention (Ajzen, 1991; p 203) . Conner and Sparks (1996) claim that food consumption is a heavily affectively laden area and argue for greater development of affect within the TPB structure. Despite this most researchers in the area of food choice address attitudes as a joint entity (Armitage and Conner, 1999) without investigating the unique contribution affect and cognition make to the intended behavior. The present study compares the intention to buy organic foods using separate cognitive and affective components of attitude with the measure obtained by combining the two, to see whether the predictive power of the model can be improved with separate measures and the specific contribution made by each attitude component.
In addition to the original variables suggested by Ajzen and Fishbein a number of others, such as anticipated affect (Richard, 1994) , self identity (Biddle, Bank and Slavings, 1987; Charng, Piliavin and Callero, 1988; , perceived need (Paisley and Sparks,1998) and moral norms (Manstead, 2000) have been added to the TPB with both theoretical and empirical justifications. Work undertaken with the addition of moral norms has increased the predictive power of the model in areas as diverse as bone marrow donation (Schwartz and Tessler, 1972) , shoplifting and exam-cheating (Beck and Ajzen, 1991) , traffic violations (Manstead, 2000) , energy conservation (Black, Stern and Elworth, 1985) , recycling (Guagnano, Stern and Dietz, 195; Thøgersen, 1996) , littering (Heberlein, 1972) , environmentally friendly buying (Thøgersen, 1996) and organic wine purchase (Thøgersen, 2002) . However, in each study moral norm has been operationalized differently, as personal norms, moral obligation, and ethical beliefs thus making comparisons between studies difficult (Sparks and Shepherd, 2002) .
In some of the research into food choice, moral norms (personal beliefs about right and wrong) were found to be a significant independent predictor of intentions and behaviors as well as attitudes (Raats et al, 1995; Sparks et al., 1995; Sparks and Shepherd, 2002) . Sparks et al.'s study (1995) showed that ethical concern was a significant predictor of people's attitude towards genetically modified foods. Raats et al. (1995) looking at mothers' attitudes towards food consumption of children found that the addition of moral obligation significantly improved the predictive power of the model. Finally, Sparks and Shepherd (2002) showed that in the area of genetic modification relating to food, moral obligation had a predictive effect on behavioral intentions as well as an independent effect on attitudes. Manstead (2000) argues that in domains where the purchase of consumer products impact upon the welfare of others or where there is conflict between moral norms (or perceived obligations) and attitudes, moral norms would be expected to have a predictive effect on people's behavioral intentions. Thus in the area of organic food where there are conflicting views about the benefits and costs of organic vs conventional food production, we would expect moral norms to influence both attitudes and intentions. However, it is important to note that earlier research examined moral norms by looking at feelings of moral obligations and feelings of guilt arising from acting in a way that goes against people's principles and paid little attention to behaviors and intentions that were influenced by doing something because it was morally right. Specifically in the case of organic foods it could be argued that one's intention to buy could be influenced not only by obligation and guilt but also by wanting to do something that is morally and ethically good. Thus in this study we investigate whether positive moral norms as well as negative moral norms have predictive power over and above attitudes, subjective norm and perceived behavioral control.
The study aims to test how measures of affective attitudes and measures of positive and negative morals could be integrated into the Theory of Planned Behavior in the domain of organic food choice to evaluate their relative contributions to predict intention to purchase both fresh and processed organic foods.
METHOD

Respondents
Two hundred and eighty one (77% women, 23% men) members of the public completed the questionnaires in exchange for payment (£10.00). To ensure sufficient variation across the components to be analyzed, the participants were selected using stratified random sampling. The stratification criteria were: 1) each respondent is at least partially responsible for the family's grocery shopping, 2) at least 30 % of the respondents use organic food weekly, 3) there is roughly the same percentage of respondents in each of the age groups 18 -30 years, 31 -45 years and 46 -65 years.
Materials and procedure
In the elicitation phase of the research, participants (n = 50) were given a belief elicitation questionnaire. Here participants were asked the following questions: (i) 'What advantages (if any) do you see in buying organic apples? ; (ii) What disadvantages (if any) do you see in buying organic apples? ; (iii) We are interested in how buying organic apples makes you feel. Please provide a list of all the emotions that you experience when you think about buying organic apples; (iv) What else do you associate with buying organic apples? These questions were framed according to the method described by Ajzen and Fishbein (1980) with question number three adapted from Esses and Maio (2002) . Spaces were provided after each question for participants to record their answers. Similar structured questions were asked with respect to buying ready-to-cook organic pizza. The presentation order of the two sets of questions was reversed for half the sample.
The main questionnaire consisted of the following measures for two types of organic products, fresh and processed, to assess the central components of TPB. Organic apple was chosen as an example of a fresh product and organic ready-to-cook pizza as a processed convenience food. The examples of the items provided below represent the common structure of questions for both products. Seven-point scales were used unless otherwise indicated; response options are indicated in parentheses, as are scale values where relevant.
Behavioral beliefs were measured with eight questions: "Buying organic apples instead of conventional apples would mean... (1) "more expensive apples", (2) "apples free from chemicals such as additives, or residues from fertilizers, pesticides or herbicides", (3) "more healthy apples", (4) "better tasting apples", (5) "better looking apples", (6) "apples that have been produced in a way that is better for the environment", (7) "more natural apples" and (8) "I can trust how the apples have been produced" (strongly disagree to strongly agree).
Attitudes were measured with four semantic differential scales, two to reflect affective attitude and two for cognitive attitude. Affective attitude was measured with "Buying organic apples instead of conventional apples would make me feel..." (not contented to contented and not pleased to pleased) and cognitive attitude with "I think that buying organic apples instead of conventional apples is..." (harmful to beneficial and foolish to wise).
Perceived behavioral control (PBC) was measured with two items, referring to difficulty: "For me buying organic apples instead of conventional apples is..." (easy to difficult) -and control: "If I wanted to, it would be possible for me to buy organic apples instead of conventional apples" (strongly disagree to strongly agree) (Sparks et al., 1997) .
Subjective norm was assessed with two items: "Most people who are important to me would think that I (should not to should) buy organic apples instead of conventional apples" and "Most people who I value would buy organic apples instead of conventional apples..." (strongly disagree to strongly agree).
Moral norms were measured by six items on 7-point scales from strongly disagree to strongly agree. To assess negative moral norms (obligations) the items were: "It would be morally wrong for me to buy organic apples instead of conventional apples", "Buying organic apples instead of conventional apples would go against my principles" and "I would feel guilty if I bought organic apples instead of conventional apples". To assess positive moral norms the items were: "Buying organic apples instead of conventional apples would..." (a) "feel like making a personal contribution to something better", (b)"feel like the morally right thing" and (c) "make me feel like a better person".
Purchase intention was measured with two items. First there was one 7-point scale question which took the following form: "If it is available locally, I intend to buy organic apples instead of conventional apples the next time I buy apples" (1 =very unlikely to 7=very likely). The second item asked respondents to circle the most suitable number from zero to six to answer the question: "Of the next six times you buy apples, how many times would you buy organic apples if available locally?".
The questionnaire also included a set of demographic and shopping behavior questions.
Results
Demographics
Twenty per cent of the sample had been buying organic for more than 5 years whereas 37% use organic regularly and 34% do not buy any organic food at all.
Beliefs concerning organic apples and ready-to-cook organic pizza Participants were questioned on their beliefs about organic apples and organic pizza on eight items (see table 1 for means and standard deviations). Factor analysis (Principal axis factoring) with oblimin rotation was performed on the eight belief items relating to each product separately. Two factors were extracted (see table 2). For organic apple the first factor explained 49% of the variance and the second factor 17% and the items chemicals, healthy, environment, taste, natural and trust loaded on the same factor. The other factor mainly reflected beliefs about price and appearance. The mean value of the items loading on factor one was computed for each individual and labeled "beliefs about organic apples".
When the same procedure was repeated for belief items relating to organic ready-to-cook pizza the first factor explained 57% of the variance and the second factor explained 15% of the total variance (see table 3 ). All beliefs with the exception of appearance loaded on the first factor. The mean value of the seven items (with the exception of appearance) was computed for each individual and labeled "beliefs about organic pizza". In order to analyze whether the measures of moral norms are able to improve the prediction over and above the basic TPB variables, hierarchical regression analyses were performed. Intentions to purchase organic apples were regressed on affective attitude, cognitive attitude, perceived control, and subjective norms. Moral positive and moral negative norms were entered into the hierarchical analysis in a second step (see table 5).
…………………………..insert table 5 here ……………………………………………….
Multiple regressions of intention to purchase organic apple on affective attitudes, cognitive attitudes, subjective norms, positive moral norm and negative moral norm (adjusted R 2 = 0.60, F(6,274) = 68.80, p < 0.0001) revealed significant independent effects for affective attitude (β = 0.29, df = 280, p< 0.001), cognitive attitude (β = 0.11, df = 280, p = 0.05), subjective norm (β = 0.10, df = 280, p< 0.05), perceived behavioral control (β = 0.18, df = 280, p< 0.001) and positive moral norm (β = 0.31, df = 280, p< 0.001) but not for negative moral norm (β = 0.01, df = 280, ns). The increment in explained variance (change in R 2 ) from the first to second stage revealed it was significant (p< 0.0001) for intention to buy organic apples (5%). This showed that for organic apple positive moral norm significantly increased prediction of intention although negative moral norm (doing the wrong thing when buying organic apples) did not.
Comparing the regression results using the total score of attitude with the regression of affect and cognition separately showed that there were no differences in the total variance explained or the contributions of these variables to intention (table 6).
…………..…………………..insert table 6 here …………………………..
Multiple regressions of intention to purchase organic ready-to-cook pizza (see table 7 ) on affective attitudes, cognitive attitudes, subjective norms, positive moral norm and negative moral norm (adjusted R 2 = 0.39, F(6,274) = 31.06, p < 0.0001) revealed significant independent effects for affective attitude (β = 0.18, df = 280, p< 0.01), subjective norm (β = 0.16, df = 280, p< 0.01), and positive moral norm (β = 0.31, df = 280, p< 0.001) but not for cognitive attitude (β = 0.10, df = 280, ns), perceived behavioral control (β = 0.02, df = 280, ns) or negative moral norm (β = -0.07, df = 280, ns). The increment in explained variance (change in R 2 ) from the first to second stage revealed it was significant (p< 0.0001) for intention to buy organic pizza (5%).This showed that for organic pizza positive moral norm significantly increased prediction of intent and negative moral norm (doing the wrong thing when buying organic pizza) did not.
…………………………….insert table 7 here ………………………….
Comparison of regressions where affective and cognitive attitudes were separate and combined showed there were no differences between the two models in people's buying intent or their contribution to predict intent (table 8).
………………………………….Insert table 8 here ……………………… Attitudes and moral norms
To check whether moral norms had an independent causal influence on attitude, hierarchical regression of attitudes (affective and cognitive combined) on beliefs and moral norms (positive and negative separately) was undertaken. Results showed (table 9) that the regression of attitude on general beliefs, belief on price, appearance, positive moral norms and negative moral norms (adjusted R 2 = 0.56, F(5,275) = 72.62, p < 0.0001) revealed significant independent effects for general beliefs (β = 0.47, df = 280, p< 0.001), price (β = -0.11, df = 280, p< 0.01), and positive moral norm (β = 0.35, df = 280, p< 0.001) but not for appearance (β = -0.02, df = 280, ns) or negative moral norm (β = -0.05, df = 280, ns). The increment in explained variance (change in R 2 ) from the first to second stage revealed it was significant (p< 0.0001) for attitude (8%).This showed that for organic apple positive moral norm significantly increased prediction of attitude whereas negative moral norm did not. ) from the first to second stage revealed it was significant (p< 0.0001) for attitude (14%). This showed that for organic pizza both positive moral norms and negative moral norms significantly increased prediction of attitude.
…………………………….insert table 10 here …………………………………
Discussion
The regression analyses supported the overall structure of the conceptual model which included the measure of moral norms and affective attitude. The results of the study were in line with other studies that have shown an independent predictive effect of perceived moral obligation on behavioral intentions (Beck and Ajzen, 1991; Gorsuch and Ortberg, 1983; Parker et al., 1995; Pomazal and Jaccard, 1976; Schwartz and Tessler, 1972 ) and on attitudes (Raats, Shepherd and Sparks, 1995; Sparks et al., 1995; Sparks and Shepherd, 2002) . In our study 60% of the variance in intention was explained for fresh produce and 39% for processed produce. Previous studies that included some form of moral or personal norm accounted for 40 to 78% of the variance in intention (Sparks and Shepherd, 2002; Thøgersen, 2002; Raats et al., 1995) . However, for organic foods it is the positive moral norm that was an important predictor as opposed to negative moral norm or moral obligations as in all previous studies. That is, in relation to buying organic foods people's moral and ethical attitudes such as what is the right thing to do, contributing to something better and makes me feel like a better person seem to play an important role in how they make choices between organic and its conventional counterpart rather than negative moral norms such as whether they feel guilty for buying organic, going against their principles or whether they think it is a morally wrong thing to do, that influenced their choice. This suggests that the moral feelings associated with buying organic food is more to do with doing something positive rather than feeling bad or not bad for doing that thing. This implies that although moral norms may play a part in many different domains such as cheating and giving blood the mechanisms by which influence occurs may differ and depend on the domain in question.
In addition to predicting intention to buy, positive moral norm was shown to have an independent contribution route to attitude, for both fresh and processed organic products. In addition moral negative norm contributed to the attitudes towards processed organic produce but not for fresh organic produce. It could be argued that making a positive contribution, feeling good about it and seeing it as a morally right thing may be equally applicable to all organic products whereas negative moral attitudes such as feeling it is not the right thing to do, goes against one's principles and feeling guilty is relevant only to processed foods and not to fresh ones. This could be because for some people the act of processing in some way contradicts what organic is and may feel that it is a morally wrong thing to do and feel guilty about buying such a product. These results confirm Raats et al.'s argument that some food choices cannot be sufficiently accounted for by people's utility motives such as risks and benefits, but we also have to take into account what they consider to be morally right and wrong. This study corroborates previous research and offers further evidence for the inclusion of moral norms as a predictor variable both for intention and attitude in the theory of planned behaviour, for some domains.
Studies using TPB differ in the way they measure attitudes. In some only a general single measure is used. Often a composite measure of several adjective pairs, some referring to cognitive judgments (wise -foolish) and others to affective judgments (pleasant -unpleasant) are used (Conner and Sparks, 1996) . This study not only addressed both the cognitive and affective components but investigated their unique contribution to the model by looking at them separately. Results showed that affective attitude was a better predictor of intent than cognitive attitude, for both fresh and processed organic foods. In fact for processed organic pizza it is the affect rather than the cognitive component that made a significant contribution to intention. This suggests that people evaluate food related behaviors not only in terms of costs and benefits but also in terms of the positive and negative feelings generated. However, the predictive contribution of attitude to intent was the same regardless of whether affect and cognition were considered separately or combined, similar to the results obtained by Ajzen and Driver (1991) for leisure activities. This suggests that here too affect and cognition combine in a compensatory way as argued by Ajzen and Driver (1991) . That is, the perceived costs of buying organic products can be offset by positive feelings it produces and negative affects offset by perceived benefits. The results highlight the importance of including both affective and cognitive components of attitudes especially in food choice where affect plays an important role in buying intention.
The regression models for both organic fresh and processed foods suggest that subjective norm is a good predictor of buying intention. This is in line with previous research in this area (Armitage and Conner, 2001 ). However, although perceived behavioural control (PBC) was a good predictor for the organic fresh product it was not for the organic processed product. In both cases PBC was measured using two items addressing how easy it was to buy these products and how possible it was to buy them. The means and standard deviations of PBC for organic fresh apple and organic pizza showed that people perceived themselves as having more control over buying organic apples than organic pizza. It could be that despite organic ready-to-cook pizza being readily available in the supermarkets it may not be very prominent and so people may perceive buying such pizzas as being outside their control. This would explain their lowered perception of control relating to organic pizza. A measure of availability may need to be added to explain such behavior.
On the whole the regression models explained more variance in the purchase of fresh organic apple than in processed organic pizza. This could be due to the participants having less experience with processed organic products compared to fresh ones. Alternatively it could be because for some people processing may be incongruent with organic foods where they associate positive qualities such as natural and healthy with organic and negative qualities such as has additives and chemicals with processed foods (Bredahl, 1999) . More research with different processed foods is needed before any definite conclusion may be reached on this. 
